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The rapid development of Internet and e-Business brings great changes to our 
life and work. Considering the risk of information asymmetry and moral hazard, 
people usually search plenty of online reviews before they make purchase decisions. 
So the online reviews are important to enterprises. Also, scholars have been interested 
by the usefulness and effection of online reviews. 
Most of the relevant studies focus on search products, and pay little attention to 
experience products. This thesis means to compare the differences of online review 
usefulness influence factors between search goods and experience goods.  
First, this thesis makes a literature review on the classification of goods as well 
as online review. Then by combining other scholars' research, the thesis establishes a 
online review usefulness model considering reviewers, review marks, review contents 
and other factors with the framework of communication and persuading theory. After 
collecting online review data from Amazon of 3 types of search goods and 3 types of 
experience goods, this thesis carries on descriptive analysis, correlation analysis and 
regression analysis. . Finally, a comparison of online review usefulness between 
search goods and experience goods is made. 
There are three sorts of conclusions: these factors have similar effects on online 
review usefulness in both types of goods: extreme marks are more useful than 
moderate marks; Longer online reviews are more useful; Reviews from higher 
ranking reviewers are more useful. These factors have opposite effects on online 
review usefulness between search goods and experience goods: deviation of online 
review mark have negative effect on search goods and positive effect on experience 
goods; Online reviews publishing days have negative effect on search goods and 
positive effect on experience goods. These factors have no significant influence on 
online review usefulness in both types of goods: online comment responses; online 
reviews legibility. 
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